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H E L E N  M .  W E L C H  
DURING
THE PAST DECADE the economic pattern 
of periodical publishing in a competitive society has produced effects 
of considerable concern to librarians, Not only has the number of titles 
steadily risen, but the cost of subscriptions has also greatly increased. 
An examination of available statistics relevant to the economic struc- 
ture and condition of the periodical industry will throw some light 
upon these developments and assess their impact upon library budgets. 
Chapin’ points out in his useful compilation and analysis of sta- 
tistics, Mass Communications, that statistical information about the 
magazine industry in this country is even more limited than informa- 
tion about the other mass media, since the magazine industry has no 
one clearinghouse which processes information about the industry as 
a whole. This means not only that statistics on an exhaustive scale 
are not available, but also that the data which can be gathered from 
various sources are not likely to be comparable. Another difficulty is 
the lack of definition of what constitutes a periodical in such shadowy 
areas as house organs, special interest newspapers, irregularly pub- 
lished and monographic serials, and indexing and abstracting services. 
Communication through periodicals is a modern development. 
Lacya in Freedom and Communications points out that “In 1800 there 
were about 40 magazines and 24 daily newspapers in the United States. 
None had more than a trivial circulation, running in most cases only 
to a few hundreds. . . . By 1900, in contrast, there were 5,500 mag-
azines and other periodicals and 2,190 newspapers, and their average 
circulation was incomparably larger.” This phenomenal growth was 
made possible by technical advances in printing and paper making 
and was encouraged by the new mail rates of 1879, the basis of the 
present postal subsidy whereby the editorial content of magazines can 
be sent to any part of the country for a low uniform rate. 
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Using N .  W. Ayer and Son's Directory of Newspapers and Pedodi- 
cals as a source, Chapin3 compiled the annual figure for periodical 
production in the United States for 1931 through 1955. Schramm' 
compiled figures for 1957 from the same source. The combined sta- 
tistics show that since World War I1 the number of periodicals pub- 
lished in this country has increased each year. A ten-year comparison 
shows that the number rose from 6,669titles in 1947 to 8,074in 1957, 
a 21 per cent increase. Since Ayer does not list all periodicals pub- 
lished in the United States, these figures are valid only as a com- 
parison rather than as an absolute measure of total publication. It is 
also possible that they reflect an increased coverage on the part of 
the Ayer staff. The Chapin-Schramm breakdown shows further that 
about half of the titles published appear monthly while nearly a 
quarter appear weekly. 
Some idea of the amount of circulation and of publisher income 
can be gained from the following table compiled from the Census of 
Manufactures figures. I t  should be noted that the 1947 census figures 
are based upon 4,610titles. This is substantially fewer than Chapin's 
1947 figure of 6,669,compiled from Ayer, which is itself an incomplete 
list. The 1958 census does not give the number of titles used. Hence, 
the following figures are valuable comparatively, not absolutely. 
TABLE I 
US.Periodicals Circulation and Receipts 
Aggregate Receipts ($1,000)Circulation 
per Issue Subscriptions
Year ( 1,000) and Sales Advertising- Total 
1947 384,628 $407,016 $612,457 $1,019,473 
1958 391,938 555,932 982,936 1,578,448 * 
Percentage
of increase 1.9 36.6 60.5 54.8 
'Includes $39,580,000 not differentiated between Subscriptions and 
Sales and Advertising 
The small increase in circulation is in sharp contrast to the large 
increase in receipts. Of course, some of the dollar intake must be 
ascribed to price increases. The cost index figure for U.S. periodical 
subscriptions had risen to 135.9in 1958,based upon the average price 
for 1947-1949.Thus the 36.6 per cent increase in subscriptions and 
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sales is almost fully accounted for by this factor. It is the greater in-
crease in advertising revenues which appears to be significant. 
Census figures also show a large increase in imports and exports 
of periodicals, paralleling the increases for books found by Frase.' 
U.S. imports of newspapers and periodicals ( a  separate figure for 
periodicals is not given) rose from $1,351,350in 1949 to $2,626,320in 
1959,an increase of 94 per cent. Exports, which are given for peri- 
odicals separately, increased from $15,858,516in 1950 to $39,537,837 
in 1960,an increase of 149 per cent, The far greater value of exports 
over imports was true of books also but not in such extreme propor- 
tions. Book exports during 1957 totaled $36,576,036compared with 
$15,133,418total imports. 
A comparison of personal consumption expenditures for recreation 
in 1950 and 1960 as compiled by the U.S. Department of Commerce' 
and published in the National Income issue of the Survey of Current 
Business shows a substantial increase in the purchase of reading matter 
but reaffirms that the American public devotes close to half of its 
funds in this area of spending to radio and television. Unfortunately, 
periodicals are not listed separately from newspapers. A comparative 
table follows: 
TABLE I1 
Selected Personal Consumption Expenditures for Recreation 
(Millions of Dollars) 
Per Cent Per Cent Per Cent of 
1950 
of Total, 
1950 1980 
of Total, Increase from 
1960 1950 to 1960 
Books and maps 611 9.0 1,466 14.1 139.9 
Magazines, newspapers, 
and sheet music 1,338 19.7 2,402 23.1 79.5 
Admissions to 
spectator amusements 1,680 24.5 2,041 19.7 23.0 
Radio and television 
receivers and repairs, 
records, and musical 
instruments 3,172- 46.8- 4,469- 43.1- 40.9-
Totals 6,781 100.0 10,378 100.0 53.0 
A comparison of U.S. periodical subscription prices for 1951 and 
1961,based upon the figures compiled to compute the periodicals cost 
indexes, shows a 40 per cent increase in 1961 over the 1951 average. 
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The U.S. periodicals cost indexes for 1951 and 1961 for various subject 
and special categories are as follows (100 represents the average price 
for 1947-1949) :* 
Agriculture 
Business and Economics 
Chemistry and Physics 
Education 
Engineering 
Fine and Applied Arts 
History 
Home Economics 
Industrial Arts 
Journalism and 
Communications 
Labor and Industrial 
Relations 
Law 
Library Science 
Literature and Language 
Mathematics, Botany, Geology, 
and General Science 
Medicine 
Philosophy and Religion 
Physical Education and 
Recreation 
Political Science 
Psychology 
Sociology and Anthropology 
Zoology 
General Interest 
Periodicals 
Children’s Periodicals 
U.S. Periodicals 
1951 Index 
111.3 
111.0 
121.3 
120.8 
109.1 
103.5 
106.1 
106.3 
105.4 
106.5 
112.4 
114.7 
116.9 
107.4 
115.0 
116.6 
107.2 
105.1 
108.0 
109.9 
113.2 
110.2 
111.6 
112.5 
111.0 
1961 Index 
156.2 
153.9 
189.2 
163.8 
159.5 
150.4 
148.5 
140.8 
148.9 
127.4 
153.6 
177.4 
150.8 
136.1 
178.2 
164.1 
137.7 
138.9 
142.2 
159.2 
159.9 
158.1 
141.8 
153.4 
155.5 
Subscription prices used in calculating these indexes were taken 
as far as possible from the subscription price listed in the January issue 
of each title for each year. Since 100 represents the average price for 
1947-1949, the indexes can be compared with the Consumer Price 
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Indexes, which are also based upon the 1947-1949 average. The Con- 
sumer Price Index@ for January 1961 is 127.4, substantially less than 
the overall U.S. periodical index number of 155.5. To compare this 
figure with the U.S. book price index, we must go back to the 1960 
figures as follows: 
1960 Indexes 
US.books 146.0 
U.S. periodicals 147.0 
Consumer price index 
(for January 1960) 125.4 
Just what is the economic framework in which the periodical pub- 
lisher functions in this country today? Subsidized publications can be 
left out of consideration, since their sponsoring societies, institutions, 
and governmental agencies keep them comparatively free from finan- 
cial worries. In commercial publishing the single most important factor 
has come to be advertising income. 
As shown above, the eleven years from 1947 to 1958, continuing an 
earlier trend, saw an increase of 60 per cent in periodical advertising 
revenues. Chapin’s 10 study of the amount spent for magazine adver- 
tising shows an increase irom $364,500,000 in 1945 to $723,500,000 in 
1955. In adjusted dollars, these amounts are $474,000,000 in 1945 corn- 
pared with $631,900,000 in 1955, an increase of 33 per cent. Look paid 
for an advertisement in the October 4, 1961, issue of The New York 
Times (p.  76M) to boast that its gross advertising for the first nine 
months of each year had risen from $4,194,000 in 1944 to $43,135,000 
in 1961, a ten-fold increase! 
As the periodicals gained an increasing portion of their support 
from advertising, the primary coxem of their publishers turned from 
reading matter to consumer groups. As Peterson notes, “In essence, 
magazine publishing came to consist of the publisher’s deciding on a 
consumer group which advertisers wished to reach, devising an edito- 
rial formula to attract and hold it, and then selling advertisers access 
to it. . . , Some publishers chose relatively small audiences high in 
purchasing power, a market for high-priced necessities and luxuries; 
others chose large audiences of middle income, a market for mass- 
produced necessities and minor luxuries. But in any event, the pub- 
lisher became a dealer in consumer groups.” 
A new magazine may be started with much or little financial re- 
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sources, and the amount of financial backing will determine neither 
its importance nor its success. A specialized magazine may become 
the recognized authority in its field and wield an enormous influence 
with a circulation of no more than one thousand copies. Starting a 
new magazine on a limited scale is economically feasible for several 
reasons: ownership of the printing plant is usually separate from the 
publishing of the magazine, thus reducing the amount of capital re- 
quired and avoiding the need of establishing a diversified program to 
keep the printing plant busy; national distributors offer distribution 
machinery to make the magazine nationally available; subscription 
fees are paid in advance rather than after the issues are received, thus 
lessening the amount of working capital necessary; and the federal 
government partially subsidizes magazine distribution with its low 
uniform postal rate. 
The situation is quite different for the mass market periodical. 
Lacy12 reports that “Harland Logan in 1949 estimated the cost for a 
new publisher to start a new magazine aimed at a large riational circu- 
lation and dependent primarily on advertising revenue at from $2,-
000,000 to $15,000,000, depending on the type of magazine, and calcu- 
lated the odds as being in most cases rather heavily against success, 
even with capital in those amounts. Certainly the comparable figures 
would be substantially higher today.” In this area the critical factor is 
not size of circulation but rather competitive circumstances in which 
a periodical finds itself. Thus we had the demise several years ago of 
Collier’s at a time when its circulation figures were impressively large 
as was its intake from advertising. The advertiser tends to select the 
magazine with the largest circulation reaching the particular audience 
to which he expects to sell and thus tends to drive out smaller peri- 
odicals, even though the smaller may be very large indeed. 
In the struggle for advertising money, what can periodicals offer 
in competition with television and radio? Periodicals fill the need to 
reach a market which is more flexible and more varied than the broad- 
casting media can provide. Their unique offering is a selective reader- 
ship which can be built up through artfully tailored format and 
editorial policy. 
Lacy l 3  lists three important differences influencing periodical and 
television advertising: the advertiser does not directly control the 
editorial content of magazines, whereas the television advertiser often 
does; there are no technical limitations to the number of magazines 
which can be published, whereas the number of channels available 
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for broadcasting is limited; and it is economically practical to address 
a magazine to a small audience, whereas the expensive and prime 
television viewing time tends to be sold to the big advertiser who 
can survive only by reaching the mass audience. This latter point of 
small-audience selling, where the audience is not confined to one 
geographical area, is the unique contribution of the periodical to the 
total communications picture, In addition, periodicals must be credited 
with more nearly meeting today’s necessity for a much larger flow 
of scientific and technical knowledge than have any of the other com- 
munications media. 
What trends do those who are involved in magazine publishing 
see as they note the competition of television for the advertising 
dollar, increasing costs of production, the folding of some of the giants 
in the consumer magazine field and the financial troubles of others, 
the attempts at diversification by publishing houses, the panic efforts 
to meet financial troubles through wild make-up and weird articles 
and stories, and the trend of business magazines to controlled (free) 
circulation? Peter~on,’~ an authority in the field who may well speak 
for those caught up in it, says, “In the years ahead, we’ll be moving 
toward an intensification of the situation already existing-super- 
magazines on the one hand, and highly specialized magazines on the 
other.” 
In this economic picture, what are the implications for libraries, 
which in 1960 spent $33,967,000 for the purchase and binding of 
periodicals, slightly more than one-fourth of their total acquisition 
budgets? 
For the past decade libraries have looked hopefully at new develop- 
ments in reprinting, both in fullsize and microcopy. The responsibility 
to provide back issues and sets of their own publications is one which 
commercial periodical publishers have held very lightly indeed. Kraus 
and Johnson have led the way in this country in full-copy reprinting 
of hard-to-find periodical sets. Such sets usually cost about four times 
as much as the original sets would have cost and about 15 per cent 
more than a set in the secondhand market. This additional cost is 
somewhat offset by the often better condition of the paper in the 
reprint set and its completeness without the expensive searching often 
required to complete an original set. 
Another development has been an increasing tendency to make 
microfilm copies of current periodicals available as each volume is 
completed. Periodical publishers have seen this as no disadvantage to 
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themselves, since the same title is usually purchased in print for 
current reading and the microfilm copy used to avoid expensive bind- 
ing and storage. One high school librarian'e who favors microfilm 
copies sees these advantages: solves magazine storage problem, solves 
the problem of lost issues, frees printed issues to be used for clipping 
or otherwise, teaches students to use microfilm readers, and solves the 
problem of mutilation and stealing. 
In the microcopy area, librarians are watching with interest the 
experimental publication in microcard form only of Wildlife Disease, 
an experiment described in Shank's article. 
The increasing proportion of research materials coming out as 
serials and the continuing nature of the obligation which the decision 
to purchase an added serial title imposes upon the budget make the 
question of periodical costs one of serious concern. Figures given 
above show both an increase in cost per title and an increase in the 
number of titles being published. Libraries can effect small economies 
through long-term periodical subscriptions, cooperative building of 
resources, the use of microcopies, and more efficient binding practices. 
However, even with these minor aids librarians are evidently going 
to have to brace themselves for increased expenditures for subscrip- 
tions, binding, storage, and servicing of periodicals. 
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